BMKT 325.04: Principles of Marketing by Angle, Justin W.
University of Montana
ScholarWorks at University of Montana
Syllabi Course Syllabi
9-2014
BMKT 325.04: Principles of Marketing
Justin W. Angle
University of Montana - Missoula, justin.angle@umontana.edu
Let us know how access to this document benefits you.
Follow this and additional works at: https://scholarworks.umt.edu/syllabi
This Syllabus is brought to you for free and open access by the Course Syllabi at ScholarWorks at University of Montana. It has been accepted for
inclusion in Syllabi by an authorized administrator of ScholarWorks at University of Montana. For more information, please contact
scholarworks@mso.umt.edu.
Recommended Citation
Angle, Justin W., "BMKT 325.04: Principles of Marketing" (2014). Syllabi. 2148.
https://scholarworks.umt.edu/syllabi/2148
BMKT 325 — Principles o f  M arketing 
Fall 2014
PROFESSOR: J u s t in  A ngle, P h .D .
E-MAIL: Ju s tin .A n g le @ u m o n ta n a .ed u
OFFICE: GBB 313
PHONE: C: 206.650.5522; 0 :  406.243.6747
CLASS RESOURCES: M oodle
OFFICE HOURS: M /W  11:00am  — 12:30pm  an d  b y  a p p o in tm e n t
CLASS HOURS: Section  1 M /W  12:40pm  -  2 :00pm  GBB L I 19
Section  2 M /W  2:10pm  — 3:30pm  GBB L I 19
Section  4 M /W  9:40am  — 11:00am  GBB L119
Required Text:
Required Text & Readings: Marketing: Real People, Real Choices (2012), M. Solomon, G. Marshall, and E. 
Stuart, Prentice Hall, 7th edition (available as a custom-published 3-hole punched notebook for UM students).
In  ad d itio n  to  th e  te x tb o o k , severa l su p p lem en ta l read ings are  scheduled  th ro u g h o u t th e  sem ester, all 
o f w hich  will be p o s ted  to  M oodle. A  com plete  schedule  o f th e se  read ings is p ro v id ed  in  th e  Course 
O utline.
Power Point slides/lecture outlines and related course docum ents w ill be posted on Moodle throughout 
the course.
Course Content & Objectives:
This course will provide an introduction to  and application of m arketing strategies, concepts, and tools, 
including:
• The need to  build and m aintain long-term relationships w ith customers over tim e (relationship 
marketing)
• Strategic m arketing planning and SWOT (strengths, weaknesses, opportunities, and threats) 
analysis
• The role of corporate social responsibility in effective m arketing strategy
• Collecting and understanding inform ation (m arketing research) about m arkets, consumers, and 
business customers
• Segmentation analysis, target m arket selection, and positioning
• The "4 P's" of marketing: product, price, place, and promotion
• Consideration of ethical implications of M arketing practices.
For some of these topic areas, there will be accompanying readings from the popular press illustrating 
application of these concepts. The overall objectives of the  course are to:
• Familiarize students w ith a basic working knowledge of m arketing in today's organizations
• Provide hands-on practice in m arketing problem solving, applying standard m arketing tools
• Develop and enhance students' ability to critically evaluate m arketing problems from a variety  of
perspectives, including managerial/ strategic, as well as ethical/social
• Discuss and learn about career objectives and planning as they relate to m arketing.
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Course Structure and Assignm ents:
T h e course consists o f  class exercises an d  discussions, lec tu res , 2 p ro jec ts , an  in d iv id u a l w ritin g  
assig n m en t, as w ell as 2 exam s. A  ty p ic a l class w ill beg in  w ith  a b r ie f  d iscussion o f a c u rre n t 
m a rk e tin g  issue or exam ple , follow ed b y  a d iscussion an d  in te ra c tiv e  lec tu re  on th e  d a y ’s assigned 
to p ic . T h is class is designed to  be in te ra c tiv e , so be p rep a red  to  engage in  each class session. Y o u r 
read in g  assignm en ts are  in ten d ed  to  p rep a re  you  to  m ak e  v a lu ab le  c o n tr ib u tio n s  d u rin g  class 
d iscussions.
1) Lectures: T h e course w ill consist o f  lec tu res on m acro  an d  m icro  th e o re tic a l m a rk e tin g  issues. T he 
goal o f th e  lec tu res is to  help  in te g ra te  y o u r m a rk e tin g  know ledge an d  experience as well as im prove  
y o u r a b ility  to  u n d e rs ta n d  an d  e v a lu a te  th e  rea l w orld  m a rk e tin g  decisions. R em em b er, lec tu res are  a 
co m p lem en t to  y o u r read ings. W ith o u t th o ro u g h ly  read in g  th e  assigned c h ap te rs  an d  a rtic les, you  
w o n ’t  be ab le  to  e x tra c t th e  m ax im u m  v a lu e  from  th e  lec tu res.
2) Individual W riting Assignm ent: D eta ils  o f th is  ass ig n m en t are p ro v id ed  in  a se p a ra te  d o cu m en t 
p o s ted  to  M oodle. N O T E : P aper topics m ust be chosen and  subm itted to me v ia  the M oodle questionnaire  
by m idn igh t on Thursday 9.4.
3 ) Q uantitative A nalysis Exercise: T his b rie f  se t o f  m a th e m a tic a l p rob lem s offers basic  p rac tice  in  th e  
q u a n ti ta t iv e  concep ts fu n d a m e n ta l to  m a rk e tin g . T h is is a te a m  exercise. T h e  com ple te  ass ig n m en t 
an d  answ er subm ission  sheet are av a ilab le  on M oodle. All answ ers m u s t be su b m itte d  v ia  th e  form  
p ro v id ed  on M oodle. 1 p a p e r copy  per te a m , tu rn e d  i t  a t  th e  beg in n in g  on class on W ed n esd ay  9.3. I 
s tro n g ly  recom m end  show ing  all o f  y o u r w ork  in  an  a tta c h e d  d o cu m en t. T h is w ill m ax im ize  y o u r 
p o te n tia l  for p a r tia l  cred it.
4 ) Customer Lifetim e Value Exercise: T his te a m  exercise is ou tlin ed  in  d e ta il in  a d o cu m en t av a ilab le  
on M oodle.
5 ) Strategic Consulting Exercise: T his te a m  exercise is ou tlin ed  in  d e ta il in  a d o cu m en t av a ilab le  on 
M oodle.
6 ) Class Participation: T his course p rov ides a safe en v iro n m en t to  p rac tice  an d  im p ro v e  y o u r a b ility  
to  co m m u n ica te  in  pub lic . T h u s , y o u r com m en ts an d  in sig h ts  are  crucia l d u rin g  lec tu res , and  in-class 
exercises. Y o u r p a r tic ip a tio n  in  th e se  ac tiv itie s  w ill be e v a lu a ted  th ro u g h o u t th e  course. I f  you  are 
n o t  p re se n t, y o u  do n o t ge t c red it. In-class activities w ill be included in  your “Participation” grade. 
F u r th e r , relevant c o n trib u tio n s  to  class d iscussion w ill be considered  as p a r t  o f y o u r  “ P a r t ic ip a t io n ” 
g rade. A tte n d a n c e  alone is n o t su ffic ien t for class c o n tr ib u tio n . R efer to  th e  “ R u le  o f 3 .”
I s tro n g ly  encourage  you  begin  read in g  c u rre n t business new s period ica ls (e.g., W all Street Journa l, 
B usinessW eek, Fortune, C N N  B usiness at C N N M O N E Y , etc.) on a reg u la r basis. T h e  artic les will 
help  y o u  see how  th e  m a rk e tin g  concep ts you  lea rn  in  th is  course are b e ing  used  or m isused  in  th e  
business w orld . “ R ea l w o rld ” exam ples w ill fa c ilita te  y o u r  com prehension  o f th e  top ics d iscussed in 
class an d  will be likely  to  im p ro v e  y o u r level o f  p a r tic ip a tio n  in  class.
A  note on attendance: I t  is y o u r  responsibility to attend class regularly and  arrive prom ptly. M issed  
classes or arriving late w ill also result in  a loss o f  po in ts on y o u r  partic ipa tion  grade. A ttendance  w ill be 
taken  at random  intervals. A ttendance  is the best w ay to prepare fo r  the exam s. I f  i t ’s not covered in  class, 
it w o n t  be on the exam.
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6) Exam s: T h ere  w ill be tw o n o n -cu m u la tiv e  exam s g iven  th ro u g h o u t th e  sem ester. E ach  will be a 
c o m b in a tio n  o f m u ltip le -cho ice  an d  sh o rt-an sw er questions.
* F u ll credit make- up exam s w ill only be provided in  case o f  (1 )  U niversity sanctioned events ( verification  
required) or (2 )  extraordinary circum stances ( verification  required e.g., physic ian 's no te ).
7) Career Developm ent Work: B M K T  325 is one o f  a few courses p a r tic ip a tin g  in  th e  SoB A  C areer 
D ev e lo p m en t process. As such , severa l sm all assig n m en ts  w ill be req u ired  th ro u g h o u t th e  sem ester 
t h a t  em phasize  career d ev e lo p m en t ac tiv itie s . T hese req u irem en ts  an d  associa ted  p rocedures are  
o u tlin ed  in  a se p a ra te  d o cu m en t av a ilab le  on M oodle.
Grading Breakdown:
Team  (30% ) Q u a n tita tiv e  A nalysis E xercise 5%
C ustom er L ife tim e V alue E xerc ise 10%
S tra teg ic  C onsu lting  E xercise 10%
Class P a r tic ip a tio n  — te a m  exercises 5%
Individual (70% ) E x a m  1 25%
E x a m  2 25%
W ritin g  A ssignm en t 10%
Class P a r tic ip a tio n 5%
C areer D ev e lo p m en t W o rk 5%
This table presents the weights applied to each o f  the evaluation components. Each component will be graded on a 0- 
100 points scale. Your fin a l grade will be based on the weighted average o f all o f the graded assignments.
Course grades w ill be assigned as follows (grades are not curved):
A 93 or m ore points (93%  and up)
A- 90-92 .9  points 90-92.9%
B+ 87-89 .9  points 87-90.9%
B 83-86 .9  points 83-86.9%
B- 80-82 .9  points 80-82.9%
C+ 77-79 .9  points 77-79.9%
c 73-76 .9  points 73-76.9%
c- 70-72 .9  points 70-72.9%
D 60-69 .9  points 60-69.9%
F 59.9  or fewer points (< 5 9 .9 % )
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T e n t a t i v e  Course Schedule:
D a te T o p ic /A r t ic le C h a p te r
M on 8.25 In tro d u c tio n : W h a t is M arketing?/A ssigned  R ead ing : The Talen t Gap 1
W ed 8.27 R e la tio n sh ip  M arketing /A ssigned  R ead ing : Beyond Customer Loyalty  
Programs
1
M on 9.1 L ab o r D ay  — N o Class
W ed 9.3 S tra teg ic  P la n n in g  P rocess/D U E : Q u an t. A nalysis E xercise 2
M on 9.8 D iscussion  D ay : R ig D a ta  / A ssigned R ead ings: D a ta  M in in g  an d  I s  
B ig  D a ta  a D ud?
W ed 9.10 T h e  M ark e tin g  E n v iro n m en t/S W O T  A nalysis 3
M on 9.15 A  W ord  F ro m  T h e  W ritin g  C en ter w ith  K elly  W eb ste r
W ed 9.17 M ark e tin g  R esearch 4
M on 9.22 Social R e sp o n sib ility  an d  S u sta in ab ility /V id eo : P e p s i’s Challenge
W ed 9.24 C onsum er R eh av io r 5
M on 9.29 S eg m en ta tio n , T a rg e tin g  an d  P o sitio n in g 7
W ed 10.1 S T P  — C ontinued 7
M on 10.6 E x a m  1: C h ap te rs  1, 2, 3, 4, 5, 7
W ed 10.8 P ro je c t W o rk  D ay
M on 10.13 R o o n S tu ck in  C lient V isit
W ed 10.15 P ro je c t W o rk  D ay
M on 10.20 C LTV  P re se n ta tio n s
W ed 10.22 P ro d u c t S tra te g y 8-9
M on 10.27 P ro d u c t S tra te g y  C ont./A ssigned  R ead ing : M a k in g  a N ew  Product 8-9
W ed 10.29 P ric in g  (L ec tu re  b y  P ro f. J a k k i  M ohr) 11
M on 11.3 R o o n S tu ck in  P re se n ta tio n s
W ed 11.5 IM C /A ssigned R ead ing : StoryD oing 12
M on 11.10 A d v ertis in g , P R , D irec t M ark e tin g  an d  M -C om m erce 13
W ed 11.12 C ontinued 13
M on 11.17 Sales P ro m o tio n  an d  P e rso n a l Selling 14
W ed 11.19 Sales P ro m o tio n  an d  P e rso n a l Selling C ont. — V ideo: The P itchm en 14
M on 11.24 G rea te s t M ovie E v e r  Sold
W ed 11.26 T h an k sg iv in g  T rav e l D ay  — N o class
M on 12.1 F in ish  G M E S/C ourse W rap -u p
W ed 12.3 E x a m  2: C h ap te rs  8, 9, 11, 12, 13, 14
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The Fine Print — please read this stuff.
Academ ic Integrity
A cadem ic m isco n d u ct is a n y  a c tiv ity  th a t  m a y  com prom ise th e  academ ic
in te g r ity  o f th e  U n iv e rs ity  o f M o n tan a . A cadem ic m isco n d u ct includes, b u t  is n o t lim ited  to , 
decep tiv e  ac ts  such as chea tin g  and  p lagiarism . P lease n o te  th a t  it  is a form  o f academ ic  m isco n d u ct 
to  su b m it w ork  th a t  w as p rev io u sly  used  in  a n o th e r  course.
T h e  follow ing m essage a b o u t academ ic  in te g r ity  com es from  th e  P ro v o s t’s office:
A l l  students m ust practice academic honesty. A cadem ic  m isconduct is subject to an academic penalty  by the 
course instructor and/or a d iscip linary sanction by the U niversity. The U niversity o f  M o n ta n a  S tu d en t 
Conduct Code specifies defin itions and  adjudica tion  processes fo r  academic m isconduct and  states,
“S tuden ts at the U niversity o f  M o n ta n a  are expected to practice academic honesty at all tim es. ” ( Section  
I . 1 . .  available at http://w w w . um t.edu/vpsa/policies/student conduct.php l . A l l  students need to be 
fa m il ia r  w ith  the S tu d en t Conduct Code. I t  is the s tuden t’s responsibility to be fa m ilia r  the S tu d en t 
Conduct Code.
In  ad d itio n , th e  SoB A  Code o f  P ro fessional C onduct can  be found
a t: h ttp ://w w w .b u sin ess .u m t.ed u /S o b a /S o B A E th ics /C o d eo fP ro fess io n a lC o n d u c t.a sp x .
Classroom Etiquette
T his class w ill p ro v id e  you  an  o p p o r tu n ity  to  develop skills n ecessary  for success in  th e  w orkplace.
F o r exam ple , regular attendance is req u ired  in  b o th  th is  class an d  in  y o u r fu tu re  jo b . B esp ec t for 
y o u r c lassm ates is also req u ired  in  o rder to  p ro v id e  th e  b est le a rn in g  en v iro n m en t. C lassroom  
e tiq u e tte  refers to  no sidebar discussions during lecture or class discussion, no newspapers or crossword  
puzzles, no cellular phone use during class (th is includes text m essaging), no surfing the web, and no  
other disruptive actions (i.e. leav ing  a b ru p tly  d u rin g  class w ith o u t p rio r n o tif ic a tio n  — n o t inc lu d in g  
restro o m  breaks). I f  you  are  d is ru p tiv e  in  class (ta lk in g , te x t  m essaging , etc), you  will be asked  to  
leave class an d  a n y  p o in ts  aw ard ed  th a t  d a y  w ill be fo rfeited  (a tte n d a n c e , p a r tic ip a tio n , e x tra  cred it).
Students w ith  Disabilities
S tu d e n ts  w ith  d isab ilities  m a y  req u est reaso n ab le  m od ifica tions b y  c o n ta c tin g  m e. T h e  U n iv e rs ity  o f 
M o n tan a  assures eq u a l access to  in s tru c tio n  th ro u g h  co llab o ra tio n  be tw een  s tu d e n ts  w ith  d isab ilities , 
in s tru c to rs , an d  D isab ility  Services for S tu d e n ts  (D SS). “ S e a so n a b le ” m eans th e  U n iv e rs ity  p e rm its  
no fu n d a m e n ta l a lte ra tio n s  o f academ ic  s ta n d a rd s  or re tro a c tiv e  m o d ifica tions. F o r m ore  
in fo rm a tio n , p lease consu lt h ttp ://w w w .u m t.e d u /d isa b ility .
Em ail
A ccord ing  to  U n iv e rs ity  po licy , fa c u lty  m a y  on ly  co m m u n ica te  w ith  s tu d e n ts  reg a rd in g  academ ic 
issues v ia  official U M  em ail acco u n ts . A ccord ing ly , s tu d e n ts  m u s t use th e ir  G rizM ail accoun ts 
(n e tid @ g rizm ail.u m t.ed u  or fn a m e .ln a m e @ u m o n ta n a .e d u h E m a il from  non-U M  acco u n ts  w ill likely  
be flagged as sp am  an d  dele ted  w ith o u t fu r th e r  response. To avo id  v io la tin g  th e  F a m ily  E d u c a tio n a l
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R ig h ts  an d  P riv a c y  A ct, co n fid en tia l in fo rm a tio n  (inc lud ing  grades an d  course perfo rm ance) w ill n o t 
be d iscussed v ia  p h o n e  or em ail.
M ission Statem ents and Assurance o f  Learning
T h e U n iv e rs ity  o f  M o n ta n a ’s School o f B usiness A d m in is tra tio n  enhances lives an d  benefits  socie ty  
b y  p ro v id in g  a w orld-class business ed u ca tio n  in  a su p p o rtiv e , collegial en v iro n m en t.
W e accom plish  th is  m ission  b y  a c tin g  on ou r sh ared  core values o f  c rea tin g  sign ifican t experiences, 
b u ild in g  re la tio n sh ip s , te a c h in g  an d  research in g  re le v a n t to p ics , b e h av in g  e th ica lly , an d  in sp irin g  
in d iv id u a ls  to  th riv e .
As p a r t  o f ou r assessm en t process an d  assu ran ce-o f-lea rn in g  s ta n d a rd s , th e  School o f Business 
A d m in is tra tio n  h as a d o p ted  th e  follow ing lea rn in g  goals for ou r u n d e rg ra d u a te  s tu d en ts :
Learning Goal 1: SoB A  g rad u a te s  w ill possess fu n d a m e n ta l business know ledge.
Learning Goal 2: SoB A  g rad u a te s  w ill be ab le to  in te g ra te  business know ledge.
Learning Goal 3: SoB A  g rad u a te s  w ill be effective co m m u n ica to rs .
Learning Goal 4: SoB A  g rad u a te s  w ill possess p rob lem  so lv ing  skills.
Learning Goal 5: SoB A  g rad u a te s  w ill h a v e  an  e th ica l aw areness.
Learning Goal 6: SoB A  g rad u a te s  w ill be p ro fic ien t users o f  techno logy .
Learning Goal 7: SoB A  g rad u a te s  w ill u n d e rs ta n d  th e  g lobal business en v iro n m en t in  w hich  th e y  
op era te .
6
